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Structural equation modeling 
A B S T R A C T   
Consumers’ increased knowledge and awareness of environmental issues have not translated into a pervasive rise 
in purchasing green apparel, resulting in a phenomenon known as the ‘attitude-behaviour gap’. The current study 
seeks to explicate this gap by examining the drivers of green apparel buying behaviour. Towards this end, the 
study examines the association of environmental knowledge, green trust, and environmental concern with 
environmental attitude and green apparel buying behaviour. It further investigates the association of labelling 
desire and labelling satisfaction with this type of buying behaviour as well. In addition, the study uses the 
theoretical lens of the knowledge-attitude-behaviour model and attitude-behaviour-context theory to anchor its 
hypotheses. Cross-sectional data from 387 Japanese consumers analysed to test the conceptual model revealed 
that green trust, environmental attitude, and labelling satisfaction are positively associated with green apparel 
buying behaviour. Furthermore, green trust, environmental concern, and environmental attitude partially 
mediate the proposed associations, while age and gender moderate the association between environmental 
knowledge and environmental concern. The study’s empirical insights thus lay the foundation for future research 
in this area and provide strategically relevant inferences for green apparel marketers and retailers.   
1. Introduction 
The apparel industry is one of the world’s largest contributors to 
various social and environmental problems (McNeill and Venter, 2019). 
It produces 10% of the world’s carbon emissions, making it the second 
most pollution-releasing sector globally (Muthukumarana et al., 2018). 
One possible way to counteract such negative fallout is to move away 
from the so-called “fast fashion” paradigm that has traditionally domi-
nated the industry and towards green apparel instead (Khare and 
Sadachar, 2017). This type of apparel significantly reduces its environ-
mental impact through a sustainable manufacturing process. Accord-
ingly, firms producing green apparel have been trying to promote 
awareness about their environmentally-friendly procedures (McNeill 
and Moore, 2015). As a result, demand for green apparel has increased, 
highlighted by the shift in environmental knowledge, consumer beliefs, 
and attitude (Khare and Sadachar, 2017), as well as the growing revenue 
generated by this sector. 
Encouraging as these findings are, the fact remains that the green 
apparel industry is still in its nascent stage, constituting less than 10% of 
the total apparel market (Jacobs et al., 2018). The academic community 
has also acknowledged the paradoxical phenomenon of the rising 
popularity of green apparel on the one hand and the lagging actual 
purchase behaviour on the other. This resultant attitude-behaviour gap 
(Weiderhold and Martinex, 2018) has prompted researchers to focus on 
better understanding the drivers of consumer buying behaviour 
(McNeill and Venter, 2019) and to call for further studies that address 
this issue (Jacobs et al., 2018). 
The current study responds to this call by examining the drivers of 
green apparel buying behaviour. We argue that understanding why 
people buy green apparel can not only provide rich insights into the 
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sustainability-oriented and environmentally friendly consumption 
behaviour of retail consumers but also potentially illuminate the causes 
of disparity between positive attitude and buying behaviour towards 
green apparel. We further note a gap in the literature regarding the 
variety of variables examined to explain buying behaviour in this area. 
For example, although scholars have investigated labelling satisfaction 
and labelling desire to explain green buying behaviour in general 
(Aitken et al., 2020), they have yet to examine these constructs in the 
context of green apparel. We thus address this gap by including labelling 
satisfaction and labelling desire as drivers of green apparel buying 
behaviour in our conceptual model. 
In addition, there is also a gap in terms of the narrow geographical 
focus of past studies. The existing findings are primarily related to 
western societies, such as the United States and the United Kingdom 
(Albloushy and Hiller Connell, 2019). In comparison to this, studies 
examining green apparel behaviour in other contexts, such as Asian 
countries, are few and far between. The current study seeks to bridge 
this gap by investigating the green apparel buying behaviour of Japa-
nese consumers. We chose Japan as the geography of interest as it is 
recognised worldwide for adopting green technologies and contributing 
to environmental safety (L. Zhang et al., 2018). In fact, Japanese con-
sumers are considered environmentally conscious, with good knowledge 
of related issues (Thyroff and Kilbourne, 2017). In the specific context of 
green apparel, some sustainability initiatives have been made in the 
Japanese apparel industry to protect the environment (Ministry of 
Economy, Trade and industry (METI), 2016). Examples include the 
“Green Down” project, established in 2015, which uses recycled down 
feathers to create new items, such as down coats or jackets. Another is 
the launch of the organic cotton brand “Orgabits” in 2005, which was 
established by Toyoshima, a wholesaler specialising in fibre. The brand 
aims to protect the environment by expanding organic farmland in 
collaboration with about 130 apparel brands in Japan. Despite these 
measures, the actual purchase behaviour of pro-environmental products 
is still low in Japan (33.0%), with the purchase of ethical apparel 
products relatively lower compared with foods and living necessities 
(Consumer Affairs Agency, 2017). Japanese consumers’ 
pro-environmental and ethical consumption behaviour thus possesses a 
complex nature, indicating that this context can yield several exciting 
insights. 
As such, we propose two research questions (RQs) to address the gaps 
discussed above: RQ1. How does environmental awareness drive the 
attitude and green apparel buying behaviour of retail consumers? RQ2. 
How is labelling associated with the green apparel buying behaviour of 
retail consumers? To answer these questions, we propose a conceptual 
model based on the theoretical lens of the knowledge-attitude- 
behaviour model (Kallgren and Woods, 1986) and 
attitude-behaviour-context theory (Guagnano et al., 1995). Both the-
ories discuss the attitude-behaviour gap and, therefore, are suitable for 
the current study. Since attitude by itself cannot fully drive 
pro-environmental behaviour, we use a dual theoretical lens to examine 
green apparel buying behaviour, in line with previous scholars’ rec-
ommendations (e.g., McNeill and Moore, 2015; Wiederhold and Marti-
nez, 2018). Our model examines the association between various aspects 
of environmental awareness, such as environmental knowledge, envi-
ronmental concern, green trust, and environmental attitude. In addition, 
we also explore the associations between green apparel buying behav-
iour and environmental attitude, labelling satisfaction, and labelling 
desire. Finally, the mediating role of green trust, environmental concern, 
and environmental attitude, and the moderating influence of age and 
gender are also examined. We ultimately test our model using data 
collected from 387 Japanese green apparel consumers. 
Our study is the first to use knowledge-attitude-behaviour and 
attitude-behaviour-context theory to examine the attitude-behaviour 
gap in the context of green apparel. It is also the first to examine the 
association of labelling satisfaction and labelling desire with green 
apparel buying behaviour. As such, we anticipate that our findings will 
assist marketers, policymakers, and researchers in better understanding 
retail consumers’ green apparel buying behaviour. 
2. Theoretical framework 
2.1. Knowledge-attitude-behaviour model 
Kallgren and Woods (1986) proposed the 
knowledge-attitude-behaviour (KAB) model, which posits that con-
sumers first look for a set of knowledge, resulting in either a positive or 
negative attitude towards the target behaviour. The KAB model is suit-
able for the current study for two reasons. First, scholars have utilised 
KAB in varied contexts, including the pro-environmental behaviour 
literature. For instance, Polonsky et al. (2012) and Taufique et al. (2017) 
examined the relationship between environmental knowledge (eco-label 
and general), attitude, and pro-environmental consumer behaviour. 
Second, it supports the examination of the knowledge-behaviour gap, 
which has been acknowledged by the extant literature as under-explored 
in the green apparel context (Khare and Sadachar, 2017). 
2.2. Attitude-behaviour-context theory 
The attitude-behaviour-context (ABC) theory (Guagnano et al., 
1995) suggests that consumers’ behaviour can be seen as an 
inter-related outcome of attitude and contextual factors. It may also 
imply that consumers exhibit behaviour to gain certain expected bene-
fits (Feldmann and Hamm, 2015) and that such behaviour only mani-
fests when consumers develop a positive attitude towards it, under the 
strong influence of contextual factors (H. Zhang et al., 2018). Such 
factors make a given situation unique by increasing the predictability of 
an individual’s behavioural action (Yadav et al., 2019). ABC theory is 
thus suitable for the current study because: (a) it has been used in the 
past to offer insights on how environmental attitudes translate into 
target behaviour (e.g., Goh and Balaji, 2016); (b) it helps researchers 
focus on specifically examining the attitude-behaviour gap, which is 
considered one of the key consumer research problems (Schäufele and 
Hamm, 2017); and (c) it focuses on contextual factors, which are 
strongly associated with consumers’ actions and buying decisions (e.g., 
Grimmer et al., 2016; Ertz et al., 2016). 
2.3. Extending KAB and ABC to the green apparel buying context 
Since KAB postulates that consumers need a set of knowledge to 
develop an attitude towards the target behaviour, we have used envi-
ronmental knowledge to represent this knowledge component. Drawing 
upon prior literature, we interpret environmental knowledge as the 
extent of consumers’ awareness of environmental issues, which causes 
them to act (Yadav and Pathak, 2016; Finisterra do Paco and Raposo, 
2010). Given that environmental knowledge influences consumers’ 
decision-making at each stage (Taufique et al., 2017), it is thus an 
essential variable in our research. 
Next, we have used environmental attitude to measure the attitude 
component of the two theories, which we interpret as a cognitive belief 
about saving the environment or reducing the harm done to it (Trivedi 
et al., 2018). The choice of this construct is rooted in extant studies that 
have considered environmental attitude a key factor in predicting and 
explaining green apparel buying behaviour (McNeill and Moore, 2015). 
Finally, since the attitude-behaviour gap is dependent on contextual 
factors, we have used environmental concern and green trust in this 
capacity. Consistent with prior literature, we interpret environmental 
concern as consumers’ degree of awareness of environmental problems 
and the altruistic motivation of undertaking activities to save the envi-
ronment without thinking for themselves (Yadav, 2016). Similarly, 
green trust refers to the consumers’ willingness to use green products 
based on confidence in their potential to protect the environment (Wang 
et al., 2018). The extant literature on green buying behaviour has 
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predominantly discussed environmental concern and green trust, mak-
ing these contextual factors critical to our study. For instance, scholars 
have suggested that environmental concern motivates people to opt for 
green products over traditional ones (Yadav and Pathak, 2016). In the 
same vein, previous studies have established consumer trust as green 
trust in the environmental behaviour literature (Chen et al., 2019; Wang 
et al., 2018; Yadav et al., 2019) and considered it a crucial variable 
where uncertainty is high, as in the case of organic food (Ricci et al., 
2018), green hotels (Yadav et al., 2019), and other green products (Chen 
and Chang, 2013). 
2.4. Mapping labelling desire and satisfaction to the green apparel buying 
context 
An extensive review of the literature suggests that the green mar-
keting literature has focused predominantly on consumer desire and 
satisfaction (Aitken et al., 2020) and largely ignored labelling desire and 
satisfaction. Several scholars have argued the importance of labelling in 
varied contexts. For instance, Taufique et al. (2016) argued that label-
ling on consumer goods provides information about product character-
istics, thereby creating awareness among consumers. Accordingly, many 
countries have established labelling guidelines for manufacturers, 
particularly throughout Europe, where manufacturers must follow spe-
cific labelling directives to increase the level of product awareness 
among consumers (Rousseaux et al., 2017). As consumers become more 
aware of the products’ characteristics, they are also more likely to 
consume the labelled product and experience post-consumption satis-
faction as a result (Aitken et al., 2020). Scholars have also argued that 
labels on a green product related to information about its ability to keep 
the environment safe subsequently enhance its consumption (Taufique 
et al., 2017). In consonance, we contend that labelling desire and 
satisfaction are important in green marketing, in general, and green 
apparel, in particular, because recent times have witnessed an increase 
in the demand for eco-labels, which explain products’ efficiency in 
saving the environment. Due to this, in addition to the variables dis-
cussed above, we also examine the association of labelling desire and 
satisfaction with green apparel buying behaviour. By drawing upon the 
existing descriptions of consumer desire and satisfaction (e.g., Arora 
et al., 2020; Wang et al., 2018), we interpret labelling desire as a 
passionate emotion towards the labelling of products that supports 
consumption in a contemporary way. Similarly, we interpret labelling 
satisfaction as the feeling of delight that comes from consuming the 
labelled products that consumers were seeking. We expect that exam-
ining these variables in the context of green apparel buying behaviour 
will provide useful insights for designing green apparel product labels 
that may benefit both the retailers and manufacturers of green products. 
Our investigation is quite pertinent in the specific context of Japan as 
well, since labels for green apparel do not seem to be functioning as 
should be expected in the Japanese market. One of the most famous 
labels for green apparel in Japan is called the “Eco-Mark”, which can 
only be given to products that have been officially approved by the 
Japanese government through a strict environmental standard (Ministry 
of Environment, 2018). However, research conducted by the Consumer 
Affairs Agency (CAA) in 2017 revealed that people refrained from pur-
chasing green apparel because they did not know how to identify them. 
3. Framework and hypotheses development 
Based on the theoretical lens of KAB and ABC, our research model 
proposes environmental knowledge, environmental concern, green 
trust, environmental attitude, labelling desire, and labelling satisfaction 
as antecedents of green apparel buying behaviour. We also propose and 
examine the mediating effect of environmental attitude, environmental 
concern, and green trust, and the moderating effect of age and gender. 
3.1. Environmental attitude and green apparel buying behaviour 
Many studies in the pro-environmental literature have contended 
that environmental attitude is one of the strongest predictors of envi-
ronmental behaviour (Polonsky et al., 2012; Khare, 2015; Taufique 
et al., 2017). In the specific context of green apparel, environmental 
attitude has also been found to have a significant positive association 
with intentions to purchase green apparel (Nguyen et al., 2019). How-
ever, a growing body of literature has also flagged a rather worrying 
phenomenon, wherein a gap between attitude and behaviour has been 
observed (Jacobs et al., 2018; Wiederhold and Martinez, 2018), 
implying that positive attitude towards green apparel may not always 
translate to their purchase. Thus, there exists some confusion in the 
literature, where on the one hand, scholars have noted that improve-
ment in consumers’ environmental attitude has increased the con-
sumption of green apparel, while on the other hand, there is a 
documented attitude-behaviour gap (Wiederhold and Martinez, 2018). 
This dichotomous observation has motivated us to better explicate this 
phenomenon by examining the association between environmental 
attitude and the green apparel buying behaviour of Japanese consumers. 
We anticipate a positive association between the two, based on the fact 
that Japanese retail consumers are known to be environmentally 
conscious (Thyroff and Kilbourne, 2017). Thus, we can expect these 
consumers to purchase green apparel to reduce the harm done to the 
environment, thereby acting in a pro-environmental manner. Therefore, 
we hypothesise: 
H1. Environmental attitude has a positive association with green 
apparel buying behaviour 
3.2. Environmental concern, environmental attitude, and green apparel 
buying behaviour 
Environmental concern is a significant variable examined in the pro- 
environmental literature (Landry et al., 2018). Several studies have 
suggested that environmental concern significantly and positively in-
fluences environmental attitude (Trivedi et al., 2018; Yadav, 2016; 
Yadav and Pathak, 2016). Similarly, scholars have argued that con-
sumers high in environmental concerns tend to buy more green products 
(Yadav and Pathak, 2016). However, Landry et al. (2018) argued that 
environmental concern does not always translate into actual environ-
mental behaviour, while Sadiq (2019) confirmed the concern-behaviour 
gap in green product consumption behaviour. Based on the existing 
evidence, we propose to examine the association of environmental 
concern with environmental attitude and green apparel buying behav-
iour. We believe that such an examination will help us determine 
whether the concern-behaviour gap exists in Japanese retail consumers. 
Furthermore, despite the skewed findings in the existing literature, 
which has evidence both for and against such associations, we expect a 
positive relationship of environmental concern with environmental 
attitude and green apparel buying behaviour, given the 
environmentally-conscious behaviour of Japanese consumers. Hence, 
we posit: 
H2. Environmental concern has a positive association with environ-
mental attitude 
H3. Environmental concern has a positive association with green 
apparel buying behaviour 
3.3. Green trust, environmental attitude, green apparel buying behaviour, 
and environmental concern 
Several recent studies have employed trust to examine consumer 
behaviour towards a variety of green products and services, including 
green hotels (Wang et al., 2018; Yadav et al., 2019) and organic vege-
tables (Ricci et al., 2018). In this regard, Yadav et al. (2019) suggested 
A. Dhir et al.                                                                                                                                                                                                                                     
Journal of Retailing and Consumer Services 59 (2021) 102398
4
that consumers who develop trust in the green facilities provided by 
hotels would have a positive attitude towards visiting them, a finding 
bolstered by Chen et al. (2019), who found this phenomenon among US 
consumers. Taufique et al. (2017) also observed that consumers’ trust in 
green products results in pro-environmental consumer behaviour. 
Similarly, Ricci et al. (2018) found that positive trust leads to a positive 
attitude, which, in turn, results in higher intentions to purchase organic 
vegetables. In the case of green apparel, we also anticipate that con-
sumers’ trust in this apparel will have a positive effect on environmental 
attitude and their actual buying behaviour. Hence, we propose: 
H4. Green trust has a positive association with environmental attitude 
H5. Green trust has a positive association with green apparel buying 
behaviour 
In addition, we believe that green trust is likely to be associated with 
environmental concerns. This assumption is based on the fact that 
environmental concern causes consumers to take an interest in green 
products over traditional ones (Yadav and Pathak, 2016). It is quite 
reasonable to think, then, that a consumer who makes sufficient effort to 
learn more about green apparel and develop trust in them would have a 
high environmental concern. This is also in consonance with the prior 
extended literature, where it has been revealed that trust in organic 
vegetables results in the development of concern for the safety of the 
environment (Ricci et al., 2018). Thus, we propose: 
H6. Green trust has a positive association with environmental concern 
3.4. Environmental knowledge, environmental attitude, green trust, and 
environmental concern 
When consumers become aware of environmental issues, their 
knowledge is likely to change their attitude towards the environment. 
Prior literature also supports this expectation. For instance, Yadav and 
Pathak (2016) found that young consumers’ environmental knowledge 
has a significant positive influence on their attitude towards the envi-
ronment. Taufique et al. (2017) also reported that consumers’ general 
environmental knowledge significantly influences their environmental 
attitude. In comparison, Polonsky et al. (2012) and Taufique et al. 
(2017) argued that environmental knowledge may not always cause the 
consumers to adopt pro-environmental behaviour, further indicating the 
existence of a knowledge-attitude-behaviour gap, since knowledge mo-
tivates consumers through attitude. Given the existing findings and the 
confounding knowledge-attitude-behaviour gap, we thus believe that it 
is worthwhile to explore these associations in the context of green 
apparel and Japanese consumers. We contend that with green apparel 
purchase being a pro-environmental behaviour, we can plausibly expect 
an association between environmental knowledge and environmental 
attitude. As such, we posit: 
H7. Environmental knowledge has a positive association with envi-
ronmental attitude. 
In the case of Japanese consumers, we also expect their environ-
mental knowledge to be high since they are considered environmentally 
conscious (Thyroff and Kilbourne, 2017). It would, therefore, be inter-
esting to see how their knowledge is associated with contextual vari-
ables in the green apparel sector. With regard to trust, a contextual 
variable in our model, prior scholars have found that consumers’ envi-
ronmental knowledge positively influences their trust in the environ-
ment (Taufique et al., 2017). Notably, although the existing literature 
suggests that knowledge and trust in the environmental context are 
positively related to pro-environmental behaviour (Daugbjerg et al., 
2014), their relationship is not completely understood. Due to this, we 
believe that it would be worthwhile to explore the contours of such an 
association in the case of green apparel. Such an exploration will not 
only confirm the possibility of a positive relationship in the context of 
green apparel but also illuminate the issue in the general context of 
pro-environmental behaviour, which seems to be deficient at the 
moment. Hence, we hypothesise: 
H8. Environmental knowledge has a positive association with green 
trust. 
With reference to the association of environmental knowledge with 
environmental concern, another contextual variable in our model, the 
previous literature has argued that consumers with knowledge about the 
environment are likely to have concern for it (Yoon and Chen, 2017). As 
in the case of the constructs discussed above, no prior empirical study 
has investigated such an association regarding green apparel. However, 
conjecturing an association between environmental knowledge and 
concern in this context is not difficult as the entire premise of using 
green apparel is of concern for the environment, which can be expected 
to be high in consumers who have environmental knowledge. This aligns 
with the findings of Jaiswal and Singh (2018), which provided the first 
empirical evidence of an association between consumers’ knowledge 
and consciousness of environmental issues. Thus, we propose: 
H9. Environmental knowledge has a positive association with envi-
ronmental concern 
3.5. Labelling desire, labelling satisfaction, and green apparel buying 
behaviour 
Since labelling is considered an information tool, the desire for 
labelling may be an important variable in the context of green products 
(Taufique et al., 2017). The prior extended literature has argued the 
importance of labelling in varied contexts. For instance, de Andrade 
Silva et al. (2017) observed that consumers’ desire for sustainability 
labelling influenced their intention to purchase organic chocolate. 
Similarly, Bray et al. (2019) suggested that consumers desire more in-
formation while ordering food at restaurants, implying the need for 
decision-making inputs. Although labelling desire is a less explored 
construct in the green context, we believe that it might play an impor-
tant role in decision-making related to the purchase of green apparel. 
Thus, we hypothesise: 
H10. Labelling desire has a positive influence on green apparel buying 
behaviour 
Labelling satisfaction represents the consumers’ views about the 
information made available about a given product (Aitken et al., 2020). 
In this context, Aitken and Watkins (2014) argued that although con-
sumers claim they have enough knowledge about the environment, they 
lack product-specific knowledge. Due to this, labelling satisfaction 
among consumers might low. Despite this, labelling satisfaction has not 
been examined much in the green marketing context. As a result, we feel 
that it is exigent to explore the role of labelling satisfaction in the green 
context. Thus, we seek to examine the association of labelling satisfac-
tion with the green apparel buying behaviour of Japanese consumers. 
We hypothesise: 
H11. Labelling satisfaction has a significant positive influence on 
green apparel buying behaviour 
3.6. The mediating role of environmental concern, green trust, and 
environmental attitude 
Environmental concern is a key factor in determining consumers’ 
pro-environmental activities (Sadiq et al., 2020). Specifically, scholars 
have argued that environmental concern mediates the association of 
environmental knowledge with environmental attitude (Jaiswal and 
Singh, 2018). In the present context as well, we also expect this medi-
ating effect of environmental concern to manifest itself. Similarly, trust 
in green products, such as organic vegetables, has been found to result in 
the development of environmental concern, which, in turn, results in the 
formation of positive attitude towards the protection of the environment 
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(Ricci et al., 2018; Yadav, 2016). Thus, we believe that environmental 
concern may mediate the association of environmental attitude and 
green trust. Since this study is the first to consider environmental 
concern as a mediator in the relationship between green trust and 
environmental attitude, there are no prior findings to draw upon. Hence, 
we propose: 
H12a-b. Environmental concern mediates the relationship of envi-
ronmental knowledge and green trust, each with environmental attitude 
The extant literature on environmental marketing reveals that green 
trust plays a significant role in influencing consumers’ green purchase 
behaviour (Yadav et al., 2019), given that trust is associated with 
knowledge. For instance, Li and Tilt (2019) found that public trust in air 
quality depends upon the knowledge they have about it, which results in 
an attitude towards engagement in reducing air pollution. In a similar 
vein, scholars contend that the dissemination of environmental knowl-
edge is required to instill trust in consumers, which may further enhance 
a pro-environmental attitude in them (Arianti and Yenita, 2020). 
Furthermore, Taufique et al. (2017) and Ricci et al. (2018) have sug-
gested that trust in green products depends upon consumers’ knowledge 
about these products’ capabilities, which, in turn, results in the gener-
ation of environmental concern. This discussion leads us to explore the 
possibility of the mediating role of trust in the relationship of environ-
mental knowledge with environmental attitude and environmental 
concern in the context of green apparel. Hence, we propose: 
H13a-b. Green trust mediates the relationship of environmental 
knowledge with environmental attitude and environmental concern 
As discussed in the preceding parts, prior studies have observed the 
existence of an attitude-behaviour gap in different contexts (Wiederhold 
and Martinez, 2018). We argue that we can explicate this gap by 
examining the mediating effect of environmental attitude on the asso-
ciation of environmental concern and trust, each with green apparel 
buying behaviour. The proposed investigation is rooted in the findings of 
prior extended literature, including Yadav (2016) and Yadav and Pathak 
(2016), who found that young consumers are concerned about the 
environment, which results in the development of a positive attitude 
towards their participation in environmental safety. Similarly, the 
recent literature has claimed that higher trust in green products, such as 
organic food or green hotels, results in a positive attitude (Ricci et al., 
2018; Yadav et al., 2019), which, in turn, results in actual 
pro-environmental consumer behaviour (Taufique et al., 2017). There-
fore, it is plausible to expect that environmental attitude acts as a 
mediator between environmental concern/green trust and green apparel 
buying behaviour. Hence, we posit: 
H14a-b. Environmental attitude mediates the relationship of envi-
ronmental concern and green trust, each with green apparel buying 
behaviour 
3.7. The moderating role of age and gender 
Scholars have argued that demographic variables, such as age and 
gender, have a significant moderating influence on consumers’ envi-
ronmental behaviour. To begin with, Finisterra do Paço and Raposo 
(2010) found that younger consumers were less committed to the 
environment compared with older ones. Accordingly, young consumers 
have a poor environmental attitude, low environmental concern and 
environmental knowledge, and less green product consumption (Fini-
sterra do Paço and Raposo, 2010). Similarly, Wang et al. (2018) found 
that age moderated the relationship of green trust with intentions, with 
the association being stronger for older consumers. Furthermore, age 
was also found to influence the level of environmental concern and 
men’s pro-environmental behaviour (Coelho et al., 2017). However, 
there have been contrary findings as well. For instance, Chekima et al. 
(2016) revealed that gender did not moderate the relationship between 
attitude and intentions to purchase green products, even though it 
moderated the association between the information on eco-labels and 
purchase intentions. Against the backdrop of these studies, we expect 
age and gender to moderate the association of environmental knowledge 
with environmental concern. Thus, we hypothesise: 
H15a. Age moderates the association of environmental knowledge 
with environmental concern such that the association is different for 
younger and older consumers 
H15b. Gender moderates the association of environmental knowledge 
with environmental concern such that the association is different for 
males and females 
The hypothesised relationships, as discussed above, are presented in 
Fig. 1. 
4. Methods 
4.1. Data collection 
We utilised an online, cross-sectional survey design, using items 
adapted from previously validated measures in the extant literature 
(Table 1). The data were collected using a random sampling method by 
Macromill Inc, a leading internet marketing company in Japan, with 
over 2 million active Japanese registered members (Kumagai and 
Nagasawa, 2019). In addition to its popularity amongst scholars, prac-
titioners, and government officials, the company recently provided the 
data collection for forthcoming studies investigating a similar, 
pro-environmental context (Tandon et al., 2021; Dhir et al., 2021). The 
survey was disseminated in February–March 2020 among Macromill 
members in Tokyo metropolitan area in Japan. 412 responses were 
collected in a single wave until the desired consumer profile was ach-
ieved, based on an initial screening question about the respondents’ 
familiarity with green apparel. Each survey question was compulsory to 
ensure that the returned responses did not contain any missing values or 
incomplete data. Furthermore, the data collection process observed 
strict adherence to the ethical guidelines according to the privacy pro-
tection rules by Japanese Industrial Standards (JIS). 
4.2. Data analysis 
We employed the two-step approach adopted by many recent studies 
(Talwar et al., 2020a, b) to analyse the data, using SPSS 25.0 and AMOS 
25.0. This process involved examining the measurement model using 
confirmatory factor analysis (CFA), followed by structural equation 
modeling, as discussed in the next section. First, the data was cleaned 
and checked for missing data, unengaged responses, multicollinearity, 
skewness, and kurtosis. As a result, nearly 25 responses were excluded 
after the Z-score determined them to be outliers. Our final dataset thus 
included 387 responses to be carried forward for further analysis. Next, 
the results confirmed that the data were normally distributed since the 
skewness and kurtosis for the measurement items were within the pre-
scribed threshold limit (Hair et al., 2010). Furthermore, the tolerance 
values were greater than 0.1, and the variance inflation factors were less 
Fig. 1. Hypothesised research model.  
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than 5, confirming the absence of multicollinearity in the data, as dis-
cussed by recent studies (e.g., Talwar et al., 2019; Talwar et al., 2021). 
Table 2 presents the demographic profile of the respondents. 
5. Results 
5.1. Common method bias 
Following these initial checks, the relevant study constructs were 
evaluated for common method bias using Harman’s single factor test in 
SPSS. The results reported that a single factor explained 33.38% of the 
total variance, which is within the recommended threshold value of 
50%, thus proving that the data does not have any problem of common 
method bias. However, in line with recent studies (e.g., Talwar et al., 
2020c), we also used the marker-variable technique to examine the issue 
of CMB. The results reaffirmed that CMB-related issues were not present 
in our data. 
5.2. Measurement model 
The measurement model was evaluated via confirmatory factor 
analysis, which returned a good model fit (χ/df = 2.02, CFI = 0.96, TLI 
= 0.95, RMSEA = 0.05) (Tabachnick and Fidell, 2007). As shown in 
Table 3, composite reliability (CR) values for the study constructs were 
above 0.70. This confirmed both internal reliability and convergent 
validity. Moreover, convergent validity was confirmed since the average 
variance explained (AVE) for the study measures was greater than 0.50. 
Similarly, discriminant validity was also confirmed since the AVE values 
of the study constructs were found to be greater than the corresponding 
values for the maximum shared variance and average shared variance. 
Furthermore, the AVE values’ square root for each construct was more 
than the intercorrelations among the different constructs. The details of 
the validity and reliability are reported in Table 3. Item loadings were 
also above the recommended cut-off value of 0.5 (Table 2). 
5.3. Structural model 
Similar to the measurement model, the structural model was also 
found to possess satisfactory model fit indices (χ/df = 2.56, CFI = 0.94, 
TLI = 0.92, RMSEA = 0.06). With regard to the antecedents of green 
buying behaviour, environmental attitude (H1: ß = 0.22, p < .01), green 
trust (H5: ß = 0.25, p < .001), and labelling satisfaction (H11: ß = 0.30, 
p < .001) were significant, but environmental concern (H3: ß = 0.06, p 
> .05) and labelling desire (H10: ß = 0.09, p > .05) were not associated 
with it. Regarding the antecedents of environmental attitude, environ-
mental concern (H2: ß = 0.12, p > .05) and green trust (H4: ß = − 0.02, p 
> .05) had no association with this construct. In comparison, environ-
mental knowledge was strongly and positively correlated with envi-
ronmental attitude (H7: ß = 0.65, p < .001). Furthermore, 
environmental knowledge was positively associated with green trust 
(H8: ß = 0.65, p < .001) and environmental concern (H9: ß = 0.68, p <
.001). Finally, green trust had no association with environmental 
concern (H6: ß = 0.05, p > .05). Thus, hypotheses H1, H5, H7, H8, H9, 
and H11 were supported, while H2, H3, H4, H6 and H10 were not. The 
model explained 41.8% variance in green trust, 49.9% variance in 
environmental concern, 52.2% variance in environmental attitude, and 
35.1% variance in green apparel buying behaviour (Table 4 and Fig. 2). 
5.4. Mediation analysis 
Mediation analysis was conducted using Model 4 in the PROCESS 
Table 1 
Measurement of study variables.  
Study Measures 
(Source) 
Measurement items CFA SEM 
Environmental 
Knowledge (EK) 
Kumar et al. (2017) 
EK1: Using environmentally sustainable 
products is a substantial way to reduce 
the wasteful use of natural resources 
.84 .82 
EK2: Using environmentally sustainable 




Concern (EC)  
EC1: Human beings are severely abusing 
the environment 
.63 .64 
EC2: Humans must maintain a balance 
with nature in order to survive 
.85 .83 
Green Trust (GT) 
Wang et al. (2018) 
GT1: I feel that sustainable fashion 
products’ environmental performance is 
generally believable 
.86 .87 
GT2: I feel that sustainable fashion 





Kumar et al. (2017) 
EA1: I believe that the use of 
environmentally sustainable products by 
me will help in reducing pollution and 
also help in improving the environment 
.75 .75 
EA2: I believe that the use of 
environmentally sustainable products by 
me will help in reducing the wasteful use 
of natural resources 
.81 .81 
EA3: I believe that the use of 
environmentally sustainable products by 
me will help in conserving natural 
resources 
.75 .75 
Green Apparel Buying 
Behavior (GABB) 
Khare & Sadachar 
(2017) 
GABB1: I buy clothing made of 
organically-grown natural fibers 
.77 .77 
GABB2: I buy fashion products with low 
impact or no dye processing 
.70 .70 
GABB3: I buy fashion products with 
environmentally-friendly labelling or 
packaging techniques 
.69 .69 
Labelling Desire (DES) 
Aitken et al. (2020) 
DES1: I would like specific information 
on labelling explaining the ethical 
impacts of sustainable fashion products 
on the environment 
.81 .75 
DES2: I would like to see a national 





Aitken et al. (2020) 
SAT1: When shopping, I can easily 
distinguish between sustainable fashion 
products and non-sustainable fashion 
products 
.92 .86 
SAT2: It is easy to identify sustainable 
fashion product labels 
.70 .75  
Table 2 
Demographic profile.  
Demographic measures Category Percentage (Frequency) 
Age 20–25 years 21.7 (84) 
26–30 years 26.9 (104) 
31–35 years 15.2 (59) 
36–40 years 14.2 (55) 
41–45 years 22 (85) 
Gender Female 52.2 (202) 
Male 47.8 (185) 
Marital status Married 58.1 (225) 
Unmarried 41.9 (162) 
Economic background Less than 2 million (m) JPY 4.9 (19) 
2–4 m JPY 11.6 (45) 
4–6 m JPY 18.9 (73) 
6–8 m JPY 11.1 (43) 
8–10 m JPY 10.9 (42) 
10–12 m JPY 6.5 (25) 
12–15 m JPY 4.7 (18) 
15–20 m JPY 2.3 (9) 
20 m + JPY 0.5 (3) 
I don’t know 11.4 (44) 
Not reported 17.3 (67) 
JPY = Japanese Yen. 
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macro in SPSS. The results showed that all mediators, i.e., green trust, 
environmental concern, and environmental attitude, partially mediated 
the proposed associations. The details of the direct, total, and indirect 
associations among the relevant study constructs are reported in Ta-
bles 5 and 6. Hence, hypotheses H12a, H12b, H13a, H13b, H14a, and 
H14b were supported. 
5.5. Moderation analysis 
Moderation analysis was performed using Model 1 in the PROCESS 
macro in SPSS to examine the moderating influence of age and gender 
on the association of environmental knowledge and environmental 
concern. The results reported that both age and gender positively 
moderated the relationship between environmental knowledge and 
environmental concern. Specifically, the moderation results showed that 
older users with high and medium intensity of environmental knowl-
edge exhibited high environmental concern (Fig. 3), while younger users 
displayed higher environmental concern when they had low environ-
mental knowledge. With regard to gender, females were found to have a 
high environmental concern at different intensities of environmental 
knowledge (Fig. 4). In general, males and females exhibited a similar 
kind of association of environmental concern and environmental 
knowledge. Thus, hypotheses H15a and H15b were supported. 
6. Discussion 
With respect to the influence of environmental attitude on green 
Table 3 
Validity and reliability analysis.   
Mean SD CR AVE MSV ASV SAT EK GT EC EA GABB DES 
SAT 2.61 .84 .80 .67 .12 .04 .82       
EK 3.55 .71 .81 .69 .48 .30 .10 .83      
GT 3.15 .74 .80 .66 .37 .24 .32 .61 .81     
EC 3.93 .73 .71 .56 .44 .23 -.01 .66 .48 .75    
EA 3.64 .67 .81 .59 .48 .23 .04 .70 .46 .56 .77   
GABB 3.06 .70 .77 .52 .24 .16 .35 .48 .49 .33 .40 .72  
DES 3.41 .76 .72 .56 .31 .19 .07 .49 .52 .55 .45 .33 .75 
Note: Composite reliability = CR, Average variance extracted = AVE, Maximum shared variance = MSV, Average shared variance = ASV, Labelling desire = DES, 
Environmental knowledge = EK, Green trust = GT, Environmental concern = EC, Environmental attitude = EA, Green apparel buying behavior = GABB, Labelling 
satisfaction = SAT. 
Table 4 
Results of hypotheses testing.  
Hypothesis Path β p Support 
H1 EA → GABB .22 <0.01 Yes 
H2 EC → EA .12 >0.05 No 
H3 EC → GABB .06 >0.05 No 
H4 GT → EA -.02 >0.05 No 
H5 GT → GABB .25 <0.001 Yes 
H6 GT → EC .05 >0.05 No 
H7 EK → EA .65 <0.001 Yes 
H8 EK → GT .65 <0.001 Yes 
H9 EK → EC .68 <0.001 Yes 
H10 DES → GABB .09 >0.05 No 
H11 SAT → GABB .30 <0.001 Yes 
Labelling desire = DES, Environmental knowledge = EK, Green trust = GT, 
Environmental concern = EC, Environmental attitude = EA, Green apparel 
buying behavior = GABB, Labelling satisfaction = SAT. 
Fig. 2. Results of hypotheses testing.  
Table 5 
Mediation analysis.  
EK → GT → EC  
β se t p LLCI ULCI 
EK → GT .51 .05 10.85 .00 .4151 .5988 
EK → EC .44 .05 8.60 .00 .3396 .5408 
GT → EC .15 .05 3.15 .00 .0576 .2496 
The total effect of EK → EC .52 .05 11.44 .00 .4290 .6071 
EK → GT/EC → EA  
β se t p LLCI ULCI 
EK → GT .51 .05 10.85 .00 .4151 .5988 
EK → EC .52 .05 11.44 .00 .4290 .6071 
EK →EA .40 .05 8.31 .00 .3043 .4930 
GT → EA .09 .04 2.10 .04 .0058 .1728 
EC → EA .17 .04 3.94 .00 .0866 .2589 
The total effect of EK → EA .53 .04 13.51 .00 .4558 .6111 
GT → EC → EA  
β se t p LLCI ULCI 
GT → EC .36 .05 7.66 .00 .2652 .4485 
GT → EA .22 .04 5.18 .00 .1372 .3052 
EC → EA .32 .04 7.33 .00 .2335 .4047 
The total effect of GT → EA .34 .04 7.89 .00 .2516 .4185 
GT → EA → GABB  
β se t p LLCI ULCI 
GT → EA .34 .04 7.89 .00 .2516 .4185 
GT → GABB .30 .05 6.34 .00 .2052 .3896 
EA → GABB .20 .05 3.91 .00 .1016 .3069 
The total effect of GT → GABB .37 .04 8.26 .00 .2787 .4530 
EC → EA → GABB  
β se t p LLCI ULCI 
EC → EA .40 .04 9.57 .00 .3187 .4834 
EC → GABB .14 .05 2.67 .01 .0360 .2379 
EA → GABB .26 .06 4.67 .00 .1518 .3726 
The total effect of EC → GABB .24 .05 5.11 .00 .1490 .3353 
Environmental knowledge = EK, Green trust = GT, Environmental concern =
EC, Environmental attitude = EA, Green apparel buying behavior = GABB. 
Table 6 
Indirect effects between dependent and independent variable.   
Effect se LLCI ULCI 
EK → GT → EC .08 .03 .0239 .1351 
EK → GT → EA .05 .03 -.0054 .0961 
EK → EC → EA .09 .02 .0437 .1415 
GT → EC → EA .11 .02 .0730 .1617 
GT → EA → GABB .07 .02 .0291 .1161 
EC → EA → GABB .11 .03 .0534 .1658 
Environmental knowledge = EK, Green trust = GT, Environmental concern =
EC, Environmental attitude = EA, Green apparel buying behavior = GABB. 
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apparel buying behaviour (H1), our finding aligns with past literature (e. 
g., Khare, 2015; Taufique and Vaithianathan, 2018; Taufique et al., 
2017). These studies revealed the existence of the attitude-behaviour 
gap, representing a divergence in consumers’ words and deeds (Sadiq, 
2019). 
With respect to the contextual factors employed in the study, namely, 
environmental concern and green trust, we tested five different hy-
potheses (H2-H6). Of these, H5 was supported, while the other four (H2, 
H3, H4, and H6) were not. H2 and H3 proposed the influence of envi-
ronmental concern on environmental attitude and green apparel buying 
behaviour, respectively. The findings related to H2 contradicted those of 
past studies (e.g., Jaiswal and Kant, 2018). A probable reason for this 
contradictory finding could be that consumers do not connect their 
awareness of severe abuse of the environment and the human response 
required to maintain a balance with nature with the need to have a 
positive environmental attitude. This implies that the consumers’ 
environmental concern does not manifest in their belief that the use of 
environmentally sustainable products can help in reducing pollution, 
improving the environment, decreasing the wasteful use of natural re-
sources, and conserving natural resources. There could also be other 
influences that might cause consumers to disassociate environmental 
concerns from environmental attitudes. One of them could be the feeling 
that ‘I alone am not responsible for everything’. However, to make more 
conclusive comments, this association needs to be tested further with a 
sample drawn from different socio-demographic settings. Although the 
lack of support for H3 contradicts our anticipation, it is in line with the 
extant literature (e.g., Coelho et al., 2017), confirming the existence of a 
concern-behaviour gap. This is quite illuminating as it indicates that 
even in the case of environmentally aware consumers, such as the Jap-
anese, concern for the environment does not always translate into actual 
purchase behaviours. 
Similarly, green trust did not influence environmental attitude (H4) 
and environmental concern (H6). Although H4’s finding contradicted 
prior studies (e.g., Yadav et al., 2019), a potential reason can be drawn 
from Ricci et al. (2018), who argued that confusing messages shared by 
firms about the environmental merits of their products fail to be effec-
tive in inspiring trust in consumers. This implies that consumers may not 
find sustainable fashion producers’ environmental performance believ-
able or their environmental argument trustworthy. Even if they do trust 
these producers, however, it may not always manifest in a positive 
environmental attitude. In addition, this is the first time that scholars 
have explored such an association in this context. More investigations 
are thus required to offer concrete evidence about the lack of association 
between green trust and environmental attitude. Similarly, no support 
for H6 was found, which is against the findings of prior studies (e.g., 
Ricci et al., 2018) and our expectations. This finding implies that trust in 
green apparel manufactures’ sustainability claims does not impact 
concern for abuse of the environment. Although this result was not 
anticipated, this trust-concern gap could serve as the basis for us to 
contextualise the concern-behaviour (H3) gap better, which is one of the 
key findings of our study. 
In comparison, H5 was supported, which is in line with prior studies 
(e.g., Taufique et al., 2017), implying that belief in green apparel 
manufacturers, as well as marketers’ pro-environmental claims, can 
induce consumers to actually buy this apparel. The association of 
environmental knowledge with environmental attitude (H7) was also 
supported, in consonance with the past literature (e.g., Kumar et al., 
2017). As there have been contradictory findings in the past (Jaiswal 
and Kant, 2018), our finding thus adds clarity to the accumulated 
knowledge. This association implies that consumers are well aware that 
environmentally sustainable products help in conserving natural re-
sources, which leads to the formation of an attitude that the use of 
environmentally sustainable products can reduce pollution and 
conserving natural resources. An important implication is that envi-
ronmental knowledge can reduce the attitude-behaviour gap in the 
green apparel context. Similarly, H8 and H9 were also supported. In 
concurrence with previous studies (e.g., Taufique et al., 2017), the 
support for H8 indicates that environmental knowledge is positively 
associated with green trust. This finding effectively implies that 
knowledge about the efficacy of environmentally sustainable products 
in conserving natural resources leads to an increase in trust in the sus-
tainable fashion products’ environment argument. In addition, the result 
supporting H9 is also in line with prior observations (e.g., Jaiswal and 
Singh, 2018). Confirming the positive association of environmental 
knowledge with environmental concern, this finding implies that envi-
ronmental knowledge regarding the use of sustainable products is an 
effective way to protect natural resources from depletion results in 
heightened concern about the environment and a feeling that instead of 
severely abusing the environment, humans should live in harmony with 
nature. 
In addition to the KAB and ABC constructs, we also examined the 
association of labelling desire and labelling satisfaction with green 
apparel buying behaviour (H10 and H11). H11 was supported by the 
findings, as anticipated, indicating that labelling satisfaction, which is 
derived from consumers easily identifying sustainable apparel through 
their labels, motivates them to buy these products. In comparison, H10 
was not supported by the results, which is against our expectations. The 
probable reason behind this outcome is the lack of product-specific 
knowledge for green apparel, which might cause a low desire for 
green products’ labels (Aitken and Watkins, 2014). 
Apart from the hypothesised direct associations, the study also 
examined six mediation relationships, which were all supported by the 
results (H12a,b to H14a,b). H12a and H12b proposed the mediating 
effect of environmental concern on the association of environmental 
knowledge and green trust, each with environmental attitude. Both 
hypotheses were supported, implying that concern for environmental 
abuse and the belief in the need to maintain a balance with nature acts 
positively in transmitting the effect of environmental knowledge and 
Fig. 3. Moderating influence of age on the association between Environmental 
Knowledge and Environmental Concern. 
Fig. 4. Moderating influence of gender on the association between Environ-
mental Knowledge and Environmental Concern. 
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green trust on environmental attitude. KAB also suggests that sufficient 
environmental knowledge helps in building environmental concern and 
trust, which, in turn, results in a positive attitude (e.g., Taufique et al., 
2017; Jaiswal and Singh, 2018). Next, H13a and H13b were also sup-
ported by the study results, confirming the mediating role of green trust 
in the association of environmental knowledge with environmental 
attitude and environmental concern. As argued by Ricci et al. (2018) and 
Taufique et al. (2017), a probable reason for this finding could be that 
consumers’ knowledge leads to the development of trust, which en-
hances their environmental attitude and environmental concern. Lastly, 
H14a and H14b, proposing the mediating role of environmental attitude 
in the association of the two contextual factors (environmental concern 
and green trust) with green apparel buying behaviour, were also sup-
ported by the results of our mediation analysis. This is in consonance 
with the findings of Yadav et al. (2019) and Yadav and Pathak (2016), 
indicating that consumers’ trust and concern for the environment 
stimulate their environmental attitude, which helps in reducing the 
attitude-behaviour gap. 
Regarding the moderating influences, both H15a and H15b were 
supported, implying that age and gender positively moderate the rela-
tionship between environmental knowledge and environmental 
concern. This is in line with the prior literature, which has noted sig-
nificant individual differences in consumers’ environmental knowledge 
and environmental concern (Finisterra do Paço and Raposo, 2010). The 
finding suggests that older consumers with environmental knowledge 
have a greater environmental concern than their younger counterparts. 
This reinforces prior findings, which argued that older consumers are 
more environmentally-friendly and aware of environmental issues than 
young consumers (Finisterra do Paço and Raposo, 2010; Wang et al., 
2018). Furthermore, the confirmation of the moderating effect of gender 
indicates that females display higher environmental concern than males, 
which could be explained by female consumers being more oriented 
towards environmental safety generally (Sadiq, 2019). 
7. Conclusion 
Green apparel buying behaviour is a reflection of a healthy yet 
fashionable lifestyle. However, green apparel is far from earning mass 
acceptance, as evidenced by the attitude-behaviour gap, which implies 
that a positive attitude towards green apparel does not translate into 
actual purchases. Recent studies have called for a better understanding 
of this much-debated gap in consumer research, specifically in green 
consumer research (e.g., McNeill and Moore, 2015; Wiederhold and 
Martinez, 2018). Our study furthers this understanding of green apparel 
buying behaviour and its antecedents to reduce the attitude-behaviour 
gap. We proposed two research questions to achieve the objectives of 
this study and analysed data collected from 387 Japanese retail con-
sumers to address them. In response to RQ1, we examined the associa-
tion of environmental knowledge with green trust, environmental 
concern, and environmental attitude, as well as the association of green 
trust, environmental concern, and environmental attitude with the 
green apparel buying behaviour of Japanese retail consumers. The 
findings confirmed the positive association of the three outcomes with 
environmental knowledge. The results also confirmed the positive as-
sociation of green trust and environmental attitude with green apparel 
buying behaviour, indicating that the probable reason behind the 
attitude-behaviour gap is the insignificant relationship of green trust 
with environmental attitude and environmental concern. To answer 
RQ2, we analysed the collected data to measure the association of 
labelling desire and labelling satisfaction with the green apparel buying 
behaviour of Japanese retail consumers. The results supported a positive 
association of labelling satisfaction with buying behaviour. 
Furthermore, to deeply diagnose the attitude-behaviour gap, we also 
examined the mediating role of green trust, environmental concern, and 
environmental attitude, all of which were significant but exhibited a 
weak influence on reducing the attitude-behaviour gap. We also 
examined and confirmed the moderating effect of age (young versus old) 
and gender (male versus female) on the association of environmental 
knowledge and environmental concern. Our study offers interesting and 
useful implications for fashion retailers, researchers, and green apparel 
marketers, as discussed below. 
7.1. Theoretical implications 
This study offers three primary contributions to the theoretical 
knowledge in this field. First, prior studies have majorly focused on the 
role of the theory of planned behaviour to study green apparel buying 
behaviour (Nguyen et al., 2019). However, the current study derives its 
research model from the KAB and ABC theoretical frameworks, which 
have not yet been used in the context of green apparel. By doing so, the 
study contributes to broadening the theory-based insights available in 
this area. 
Second, prior literature related to green apparel has suggested that 
researchers have largely focused on self-identity (Khare and Sadachar, 
2017), past behaviour (Khare and Sadachar, 2017), intentions to pur-
chase organic clothing (Tong and Su, 2018), and environmental 
knowledge (Khare, 2019). This study extends the accumulated learnings 
by revealing the significance of environmental knowledge, green trust, 
environmental attitude, and labelling satisfaction in the context of green 
apparel buying behaviour. Notably, labelling satisfaction and labelling 
desire are two variables that have rarely been examined in the green 
consumer behaviour literature, with no study examining them in the 
context of green apparel specifically. In addition, we offer a new 
perspective by revealing that environmental concern has an indirect 
effect on green apparel buying behaviour via environmental attitude, 
implying that concern about the environment by itself does not drive the 
consumers to adopt green apparel consumption. 
Finally, the study highlights the green apparel buying behaviour of 
Japanese consumers, thereby bridging the gap in the extant literature 
related to the need for broader geographic insights in this area. In 
addition, it provides in-depth insights regarding the green apparel 
buying behaviour of consumers in a developed Asian country, which can 
improve the researchers’ understanding of consumers’ approach to 
green apparel in two key segments of interest: developed economies and 
Asia. An understanding of Japanese consumers’ behaviour is quite 
important since they represent a group that is culturally different from 
western consumers. This is in concurrence with prior findings, which 
argue that Japan has a collectivist culture, whereas the UK and the USA 
have individualist ones (Sun et al., 2004). Understanding this cultural 
distinction is vital from the perspective of researchers, green apparel 
manufacturers, and marketers as scholars have uncovered 
culture-specific drivers of pro-environmental behaviour. For instance, 
Eom et al. (2016) found that environmental concern was associated with 
environmentally-friendly decisions among Europeans and Americans 
but not among the Japanese. Furthermore, Japanese consumers show a 
tendency to avoid risk and uncertainty in decision-making and give 
importance to health-related benefits (Min Kong and Ko, 2017), which 
can also be expected to impact their green apparel buying behaviour. 
7.2. Practical implications 
The study offers four key inputs for policymakers, marketers, man-
ufacturers, and retailers. First, the study reveals that environmental 
knowledge stimulates consumers’ attitude and trust, which translate 
into green apparel buying behaviour. This indicates that pro- 
environmental behaviour aimed at conserving natural resources can 
be enhanced through an increase in environmental knowledge. As such, 
this would be beneficial for society as a whole. We thus suggest that 
policymakers focus on enhancing the environmental knowledge of 
consumers so that the attitude-behaviour gap can be reduced. Towards 
this end, specific measures, such as social media messages, can be shared 
by governments from time to time to educate consumers and increase 
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their awareness about environmental issues. 
Second, since trust is revealed to have a positive influence on buying 
behaviour, we suggest that manufacturers introduce several trust- 
building measures to increase the purchase of their products. One way 
to do this is to seek endorsements from experts confirming that their firm 
follows an environmentally responsible manufacturing process. Another 
way could be to occasionally invite consumers to their manufacturing 
facilities to let them observe the process in person. Such consumers can 
then spread positive word of mouth to others if they trust what they see. 
Third, marketers can make efforts to develop trust and positive 
environmental attitudes towards their green apparel products by spon-
soring various pro-environmental initiatives that can reinforce firms’ 
environmental claims, thereby enhancing consumers’ green apparel 
buying behaviour. This could also be achieved through the development 
of effective communication strategies focused on improving consumers’ 
knowledge and trust about how green apparel consumption can 
conserve the environment and preserve it for future generations. 
Lastly, labelling satisfaction emerged as a significant predictor of the 
green apparel buying behaviour of Japanese consumers. As highlighted 
in the literature, labelling satisfaction depends on information about 
particular products’ green characteristics. Therefore, to showcase the 
superiority of green apparel over conventional apparel, manufacturers 
can eco-label their products to present their green characteristics. Dis-
playing information about their products’ green characteristics can thus 
be expected to enhance labelling satisfaction and promote green apparel 
buying behaviour. 
7.3. Limitations and future scope 
Although the study has offered new insights into why consumers buy 
green apparel, it does have certain limitations: first, the study was 
conducted in Japan, which is a developed nation with a unique culture. 
As such, the findings cannot be generalised to other developed nations, 
as well as other Asian nations that are still categorised as developing. 
Second, the current study collected data using a self-report question-
naire, which raises the issue of socially desirable responses that may not 
correctly reflect the actual situation. Lastly, the current study collected 
data using a cross-sectional approach at a single point in time. This may 
limit the understanding of the findings related to the attitude-behaviour 
gap as consumer behaviour changes with time. 
Future researchers can overcome the limitations mentioned above in 
the following ways: first, our study can be replicated, and the model can 
be examined in different geographical settings to confirm the robustness 
of our findings. Second, we recommend the use of a longitudinal 
research design to collect data to diagnose the changing attitude- 
behaviour gap. Furthermore, our model can be expanded by consid-
ering the influence of variables such as price sensitivity, style, design, 
consumer innovativeness, and brand love that may influence the 
attitude-behaviour gap in the context of green apparel. 
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Ertz, M., Karakas, F., Sarigöllü, E., 2016. Exploring pro-environmental behaviors of 
consumers: an analysis of contextual factors, attitude, and behaviors. J. Bus. Res. 69 
(10), 3971–3980. 
Feldmann, C., Hamm, U., 2015. Consumers’ perceptions and preferences for local food: a 
review. Food Qual. Prefer. 40, 152–164. 
Finisterra do Paço, A.M., Raposo, M.L.B., 2010. Green consumer market segmentation: 
empirical findings from Portugal. Int. J. Consum. Stud. 34 (4), 429–436. 
Goh, S.K., Balaji, M.S., 2016. Linking green skepticism to green purchase behavior. 
J. Clean. Prod. 131, 629–638. 
Grimmer, M., Kilburn, A.P., Miles, M.P., 2016. The effect of purchase situation on 
realized pro-environmental consumer behavior. J. Bus. Res. 69 (5), 1582–1586. 
Guagnano, G.A., Stern, P.C., Dietz, T., 1995. Influences on attitude-behavior 
relationships: a natural experiment with curbside recycling. Environ. Behav. 27 (5), 
699–718. 
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